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Summary 
 
      In a rapidly changing market environment with the development of digital technologies and 
the advent of new media, consumers are seeing different forms of advertising and businesses are 
consuming it via TV or Internet. Despite these efforts, however, as competition grows between 
companies in the Korean advertising market, consumers are showing reluctance and avoidance of 
increased exposure to existing ads. As a result, each company recently produces blind ads to market 
products to stimulate customers ' curiosity and interest in new products before their release. Also, by 
placing products in movies or TV dramas, indirect advertisement about brand or product is used as 
part of company marketing.  
      This study analyzes the advertising activities of Korean three major companies, LG Electronics, 
Samsung Electronics, and Hyundai Motors to understand the following three aspects.   
      First, we will identify the brand and advertising strategies of each company and examine the 
promotional methods of the companies and the effectiveness of their advertising through them. To that 
end, we will investigate the overall company overview of each company and conduct a performance 
analysis for the last seven years.  
      Second, it identifies the advertising strategy of each company's representative products and 
identifies how the products are exposed to consumers through sponsorship of advertisements, dramas 
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and movies. To do this, we would like to identify the sponsor case in progress for each company and 
identify the advertising exposure case of products or services based on TV, social network services, 
and sports team operation cases.  
      Finally, we will identify the advertising, branding, and marketing strategies of the companies 
that did not know about before and a new discovery of the advertising, brand image, from the 
consumer's perspective, and a new marketing and branding strategy from the perspective of an 
overseas global company where companies have sought to compare the same services or products.  
      To address these issues, secondary data was collected from various sources including those in 
English and Korean languages. After the analyses, this study has found the commonalities and 
differences between these three companies on their advertising strategies focusing on product 
placement, social networking service (SNS), and sports marketing. 
      In terms of commonalities, all Korean companies invested here were developed, promoted and 
sold the nation's first products and also own an advertising company. LG Electronics owns HS Ad, 
Samsung Electronics owns Cheil Ad, and Hyundai Motors has an advertising agency called Innocean 
worldwide, where it plans to establish and market brands and advertising strategies. In addition, all 
three companies achieved the company's globalization by actively utilizing PPL and sports marketing 
using by drama, movie, and sports event such as Olympic games, world cup and sports team 
sponsorship.  
      In contrast, regarding differences, LG Electronics tends to develop strategies for individual 
brands. In other words, by using the brand name for each product, it approaches the customer through 
a functional approach, not an emotional or lifestyle approach, but a premium brand, rather than an 
ordinary brand image. However, Samsung Electronics, in contrast to LG Electronics, uses a lifestyle 
brand strategy by using strategies that fit the lifestyle of consumers. On the other hand, Hyundai 
Motors, on the other hand, uses both popular and high-end brands. Especially, the Genesis, which was 
newly launched in 2015, is using its strategy as a slightly more sophisticated and luxurious brand in 
the popular brand image of Hyundai Motor.   
      This study provides both academic and practical implications. As for implications for academic, 
this is an exceptional research that compares the ads strategies of the major three Korean companies. 
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Since promotion strategy needs to be locally diversified, the insights from this study will help 
academics further understand the cultural aspects of ads strategy. 
      This study is also beneficial for managers of the companies who are responsible for promotion 
strategies in the Korean market. As it is discussed in our study, managers should consider that the 
current corporate promotion and marketing strategy are constantly having a positive impact on 
consumers, we are using various communication environments (Internet, SNS) to provide the right 
information to our customers, and strategies for globalization of brand by using PPL and sports 
marketing and, more importantly, creative strategy that think from consumer point of view and use 
various needs and values in customer mind the most. 
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CHAPTER 1. INTRODUCTION 
      Advertisements are messages that pay a fee to the media for the purpose of providing 
information about a particular product, service, belief, or action or persuading people (Nylen, 1993).  
Advertisements, hereafter ads, has been quite a powerful tool for promoting products or 
services through which companies can enhance the level of awareness, preferences, purchase intent 
and actual purchase of their products or services. Ads is also a method of communication to increase 
credibility of businesses from consumers by showing and persuading customers of the presence, 
characteristics and convenience of products or services. However, the effects of ads are becoming 
weaker and weaker because new forms of media such as the Internet and mobile communication 
emerged in recent years. The impacts of individual advertisements are decreasing compared with those 
in the past, especially due to the congestion caused by the increased number of various Internet ads as 
well as the avoidance of TV ads by consumers. Communication via ads does not seem to be so 
appealing to consumers anymore. 
The motivation of this to study is to explore what kind of ads are still effective under such 
disadvantageous environment. Through the case studies on three major Korean companies, LG 
Electronics, Samsung Electronics, and Hyundai Motors, this study examines the new advertising 
techniques recently applied by them. This study also argues the results and effects from such activities.  
In the following, we will start the overview of the ads industry in Korea. Then we will review 
the related literature from theoretical point of view. After introduces the three cases of Korean major 
companies, we will conclude with the findings and implications. 
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CHAPTER 2. ADVERTISING INDUSTRY IN KOREA 
Section 1: Characteristics of the Korean advertising Market 
Advertisements have influenced society as a means of communicating with businesses and 
consumers for a long time, but they were not actually so effective in delivering information about 
products from the beginning of its history. Before the development of mass media, it was simply an 
introduction to a product or an advertisement as a less compelling and less convincing means of 
appealing to consumers, such as newspapers, leaflets and posters.1 
The Korea advertising market began with German merchant advertisements published in the 
Hanseong jubo 135 years ago. The market started to industrialize after the introduction of newspaper 
guide advertisements (Donga Ilbo, 1920) and private commercial media (TV ads, 1956).2 Since then, 
the advertisement market has been in a period of turbulence due to the rapid changes in the size of the 
advertisement industry and the changes in the environment. In particular, the growth of online ads and 
the activation of content marketing have played a major role in recent changes in the advertising 
market. Along with the development of new forms of advertising media, such as Internet ads and 
mobile communications, consumers started to choose them and therefore traditional media tends to 
lose their attractiveness.  
According to Kim, Han, and Yoon (2010), Korea is characterized as highly advertising-
friendly country because it provides great opportunities for international advertisers. The penetration 
rate of television is 100%, cable television is 89%, and particularly, Internet is 68% which was the 
highest rate in the world as of early 2000s. In 2016, Internet users in Korea reached 47 million which 
counts for 93% of the population increased by 5.7 million since 2010.3 
 
 
 
                                                        
1 https://ko.wikipedia.org/wiki/advertisement 
2 http://cau.ac.kr/~orist/2011_2/AD/ch2_2p.pdf 
3 International Telecommunication Union (ITU) website, June 21, 2018.  
URL: https://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx 
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Section 2: Current status of the Korea advertising market 
According to the survey results released by the Korean Advertising Federation showed the 
current status, growth rate, and share of Korean advertising companies (Figure 1). Korea`s advertising 
market is mostly occupied by large corporations, rather than by small to mid-sized competitors.  
Currently, advertisers with more than 80 % market share in Korea refer to the 11 major companies 
including HS Ad, Cheil, INNOCEAN Worldwide, HANCOMM, Leo Burnett, SK Planet, Oricom, 
Sangam communications, DENTSU, NSCOM, DAEHONG Communications. 
The top company is Cheil of which revenue is 3.1 billion USD as of 2017. South Korean 
advertising companies Cheil, Innocean Worldwide and HS Apprentice are the top three companies in 
the nation in terms of company size and sales. These companies have a rough overview of their 
affiliates of the three largest domestic companies - Samsung, Hyundai and LG. 
Table 01. Top 3 Advertising companies information in Korea 
Source) http://astridglobal.com/top-20-advertising-agencies-in-korea/    
      The main responsibilities of these companies include advertising, promoting and strategizing 
major client companies and introducing new products and sharing information to domestic and foreign 
consumers. 
 
 
 
 
 
 
 
 
 
 
Company Overview 
Market 
share (%) 
Major Clients 
Cheil 
The undisputed leading advertising 
agency in South Korea 
36.30% 
SSG.com, Cass, KT,  
G market or S-Oil. 
Innocean 
worldwide 
The advertising unit of Hyundai 
Motors 
26.30% 
Hyundai, Samsonite,  
Home Plus, SK Hynix 
HS Ad 
Part of the holding G2R, with the other 
LG in-house advertisement company, 
LBest. 
8.80% 
LG Electronics, Korean Air 
Korea Tourism Organization 
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Note: As of 2017. The technical terms in the table are described in the following. 
 
Outdoor advertising: It is the oldest medium in the advertising.  A billboard, such as a rooftop sign, an advertising 
tower, and neon signs, is generally referred to as an outdoor advertisement for signs measuring 8 meters in width and 
4 meters in length and is used to rent all or a portion of the signs for a certain period of time.   
 
New Media: This is a new medium created by the development of technology that is capable of providing high-speed 
communications networks.  A technology to obtain, communicate and exchange information through wired and 
wireless digital devices installed in each company and home. Examples of new media include online newspapers, blogs, 
and social media (Facebook, Line, Kakao Talk, and WeChat).   
 
Printing: The generic term for printed matter used for advertising or public relations purposes is called print media. 
Types of print media advertising include direct mail, catalogs, brochures, and posters, as well as advertisements by 
newspapers, magazines, and books.   
 
Mass media: Short term for mass communication media, which refers to the electronic medium used to convey 
information to multiple and unspecified audiences.  The mass media specialized in the process of properly responding 
to rapid changes in social environment and the increase in information volume caused by industrialization, urbanization 
and modernization. 
 
Source: www.adic.or.kr 
 
Figure 01. The share of the top 10 advertising agencies expenditure in 2017, by media 
 
Compared to 2015, the share of advertising via broadcasting decreased by 7.1 points (from 
30.9% to 23.8%), the share of advertising in newspapers and magazines by 0.7 points (from 6.3% to 
5.6%); and the outdoor advertising and promotions by 1.5 points (from 44.4% to 42.9%). As such, the 
market share of ads through traditional media has been decreasing every year.   
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In contrast, the share of ads using new media such as cable TV, satellite TV, DMB (Digital 
Multimedia Broadcasting), IPTV (Internet Protocol Television), mobile, online increased by 9.3 points 
(from 18.5 % to 27.8 %) (Figure 1). As a result, the current Korea advertising market will be higher 
the larger share of the market of web-based new media advertising using IT technology such as mobile 
or internet rather than the media, print, and the outdoor ads and promotion. 
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CHAPTER 3. LITERATURE REVIEW 
Section 1: Definition of Advertising 
Advertising is defined as an investment activity by a firm or individual that is curious to 
purchase by letting consumers know the benefits and information of a product or service. In fact, the 
definition of advertising has been changing overtime and depending on whom. For example, American 
Marketing Association (AMA) defined advertisement in 1963 " the provision of a single, high-profit, 
bloated definition of an idea, product or service by any form of paid information that an advertiser can 
identify." In 1969, S. Watson Dunn and Arnold M. Barban defined advertisement as “a gross human 
communication for various media, paid by businesses, non-profits, or individuals, identified in some 
form in an advertising message” in the Advertising, It’s Role in Modern Marketing. Wright et al. 
(1977) mentioned that “we ultimately aim to sell or use the product or its services to consumers, and 
we refer to this activity as paid for it by media.” Tilman & Kirkpatrick (1972) defined advertisement 
as a paid commercial promotion aimed at persuading the media to send messages and achieve their 
intent.   
      All of these definitions address common stated uses of advertisers and media and reveal 
differences in the communication objectives of each method. In other words, they can be divided into 
promotion to encourage consumers or clients to purchase products or services and communication to 
drive their cognitive response and attitude changes. 
 
Section 2: Effectiveness of Advertising 
      In the academic literature, we can find many studies that investigated the effectiveness of 
advertising although it is often difficult to measure the effects. Sheinin and Giehal (1999) discussed 
that advertising has a significant effect on the branding of a company's products or services. Thus, 
advertising plays an essential role for creating value for the customers to strengthen its brand power 
as well as barriers to prevent rivals from entering the market.  
      Other scholars also argued the role of advertisement (Clarke, 1976; Assumus, Farley, and 
Lehmann, 1984; Berkowitz, Allaway, and D’souza, 2001).  These studies mentioned that companies 
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would invest a large amount of money in advertising every year for creating brand values. 
      According to Chauvin and Hirschey (1993), the amount of advertising expenditure has a 
positive effect on the company's market value and may have a positive effect on its marketing activities 
in the future.  Chu and Keh (2006) also studied the impact of advertising and R&D costs on brand 
value generation and found the importance of marketing strategies to increase brand value for 
improving corporate operation using efficiently and timely. 
      According to Mangold and Faulds (2009), social media usage has become a useful tool to affect 
consumer behaviors both before and after purchase. Enginkaya and Yilmaz (2014) also claimed that 
social media is cheap, easy to customize and share information for consumers. Brown and Stayman 
(1992) contended that online creativity-themed marketing promotion is similar to advertising because 
both demonstrate same interest and engagement in consumer activities through brand exposure.   
      These researchers concluded that companies need to clearly understand what customers need 
and find ways to communicate with customers to enhance the image of the company along with the 
promotional effect on the product.  
  
Section 3: Research on Advertising in Korea 
      As most studies on advertising are conducted in Western countries and North America, not so 
many studies on advertising in Korea are found in the existing literature. One of the exceptions is Choi 
and Miracle (2004) that conducted the comparative study between the United States and Korea. They 
reported the results of experimental study on the comparative advertising which were quite popular in the 
U.S. but just started in Korea since 2001 It had been regulated by the government and had not been widely 
used even after the deregulation in early 2000s. The authors argue that, in Korea, people avoid confrontation 
and prefer to harmony. Such cultural norms is not consistent with the tactics of comparative advertising 
(Choi and Miracle, 2004). 
      Kim, Han, and Yoon (2010) also investigated the advertising creativity in Korea. They found 
Korean takes a unique community-focused approach based on Confucian cultural value while Western 
cultures are more brand-focused. Thus, conceptual definition of creativity in ads might be different 
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between Korea and other western countries. 
      As these studies have argued, advertising literature calls for more research from Korea. 
According to their current website of Hofstede Insight, originally from Hofstede (2001), the scores of 
Korea are high at uncertainty avoidance and long-term orientation. In contrast, it is low in 
individualism, indulgence, and masculinity. Although this study doesn’t focus on the cultural 
difference directly, these factors related to national culture is also important (Figure 02). 
 
 
Source) Hofstede Insight URL: https://www.hofstede-insights.com/ 
Figure 02. Scores for six cultural dimensions of Korea by Hofstede  
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Section 4: Product Placement 
      According to Kotler and Keller (2011), there has been an enormous increase in the use of 
personal communications by marketers in recent years, due to the rapid penetration of the Internet and 
other factors. However, traditional mass media still plays an important role if used correctly. They 
also mentioned that advertising can be cost-effective to build a brand even in a today’s challenging 
media environment (Kotler and Keller, 2011). 
      In this research, I mainly focus on product placement as one of the advertising practice because 
it can be used across various media including both traditional and social ones.  Product placement is 
defined as the practice in which firms pay to place branded products in the content of mass media 
programming (Homer, 2009). In other words, it is intentional, paid inclusion of products, services, 
brands, and/or brand identifiers into media content (Chen and Haley, 2014).  
      According to the comprehensive review of Balasubramanian Karrh, and Patwardhan (2006), 
academic research on product placement has grown rapidly over a decade or two. Most of the studies 
investigate its cognitive effects. Product placement has a longer history since 1920s for a century, 
starting from placing brands in a Hollywood’s film.  
      Since 1980s, product placement has evolved with the advance of various media including 
movies, broadcast television, cable television, popular novels, music CDs/videos, computer/video 
games, live shows, musicals, and blogs (Balasubramanian Karrh, and Patwardhan, 2006). 
Karniouchina, Uslay, and Erenburg (2011), for example, recently examined product placement in 
movies for 40 years and found an inverted U-shaped relationship between the year of the movie release 
and the returns associated with product placements. Another example is Winer (2009) that investigated 
product placement in video games. In contrast with the cases of TVs, product placement in video 
games can be more dynamic and interactive. 
      Figure 03 is the conceptual framework proposed by Balasubramanian Karrh, and Patwardhan, 
(2006) that incorporates all the variables related to product placement discussed in the previous studies. 
They categorized these variables into four factors. They are execution variables, individual-level 
variables, depth of placement processing, and placement effects or outcomes.  
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Source) Balasubramanian, Karrh, and Patwardhan (2006), Figure 1. 
Figure 03.  Conceptual Framework of Product Placement 
 
      As Karniouchina, Uslay, and Erenburg (2011), product placement is considered to be effective 
as symbolic messages associated with the media contents can be transferred with positive feelings 
such as excitement and affection. Product placement can be also effective as it can avoid skipping by 
consumers. It is believed to be effective as it blurs the distinction between commercialized content 
and entertainment. 
      These effects were mainly tested by laboratory-based experiments in the marketing literature 
(Balasubramanian Karrh, and Patwardhan, 2006). In contrast, the study focuses on advertising 
strategies from the company's perspective. The study also contributes to existing literature by 
examining Korean companies that have not been fully researched. The next chapter introduces and 
analyzes three cases, LG Electronics, Samsung Electronics and Hyundai Motor, to identify which 
products of the company appeared in which dramas or movies, and which products were actually used.  
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Section 5: Sports marketing 
      Sports marketing is a creative exchange activity that uses sports as a medium to meet the needs 
of sports consumers and achieve the goals of sports-related organizations. According to Chadwick 
(2005), sports marketing sets goals between " a series of opportunities to be achieved by sports 
customers, sporting operators, participants and other relevant individuals, groups and organizations."  
      Also, according to studies by Pitts and Stotlar (2007), sports marketing designs activities for 
the production, price, promotion and distribution of sporting products to meet consumer needs and to 
accomplish company’s purpose. The primary objective of a sports marketing is to increase the 
awareness of the company and its products through sports marketing and to improve or maintain its 
image. This marketing is primarily aimed at gaining communication effects, but ultimately the goal is 
to increase the sales of products. It is a marketing activity that is directly linked to sales for sports 
apparel and goods manufacturers, a marketing activity to secure more funding for sports organizations 
such as sports teams and sports federation, and to promote existing products using sports.  
      4 Sports marketing is divided into two categories, the marketing of the sport itself and the 
marketing using the sport. The marketing of the sport itself is an activity in order to secure a large 
audience or membership in the spectator and the participating sports, and to sell various sports 
equipment, facilities and education programs in the field of sports manufacturing. Marketing using 
sports represents sports sponsorship from the standpoint of business. Sponsorship is the planning, 
organization, and implementation of all marketing communication goals by supporting sports stars, 
teams, associations, and sports events through which companies provide cash, goods or know-how, 
and organizational services. This means providing financial or equivalent support for sporting 
activities to achieve commercial objectives.  
      The various activities of marketing using sports are largely divided into direct and indirect 
projects. In the direct business, a contract for exclusive advertisement of sports broadcasting stations 
is provided by the broadcasting company to pay a medium fee to the event organizer, the event title 
license, and the license for the event. The indirect project is to use the image of athletes, teams, and 
                                                        
4 URL https://terms.naver.com/entry.nhn 
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organizations to advertise or sell products. The product is equipped with Advertising Endorsement that 
includes certain players, teams, and groups (photo, sign logo, symbol, etc.).  
      The advantages of sports marketing can be summarized in three points. First, it is easier to 
reach the viewer or reader through certain sports events or events. Second, the target group can be 
accessed in a non-commercial situation. Since sponsorship is carried out artificially unlike advertising, 
it is naturally accepted by people who avoid advertising. Finally, the image of the sport and its interest 
in the sport can be used for the purpose of corporate communication.  
      As one of the most effective sports marketing tools in Korea, it uses the brand image of 
companies not only at home but also abroad through its naming sponsors for the Olympics, World Cup 
and international sports clubs. In this study, LG Electronics, Samsung Electronics and Hyundai Motor 
have been selected as case analysis subjects and want to find out how the three companies are using 
their sports marketing tools to improve their corporate brand image.  
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CHAPTER 4: Case 1: LG Electronics 
Section 1. Company overview and Recent Performance 
      LG Electronics is a core company of South Korean conglomerate LG group, alongside LG 
chemistry created in 1947 as "Lucky-Goldstar".5 Before then, many electronic products were sold 
under the brand name Goldstar, while some other household products (not available outside South 
Korea) were sold under the brand name of "Lucky." The brand was famous for producing household 
cleaning products and laundry detergents in South Korea.    
      LG Electronics was established in 1958 and has unveiled many new products, applied new 
technologies in the form of mobile devices and digital TVs in the 21st century and continues to 
reinforce its status as a global company. LG Electronics has led the country's electronics industry since 
its early days as the first producer of radios, TVs and other appliances. Now, it is the largest electronics 
maker that manufacturing of display devices, home appliances, multimedia goods, electronic parts, 
and develops software. It operates through the following business areas described in Table 2. Also, its 
affiliated companies, such as LG Display and LG Innotek, produce liquid crystal display panels and 
electronic parts. 
 Table02. LG Electronics Business Division 
 Source: http://www.lge.co.kr/lgekor/company/about/business.do 
        
                                                        
5 LG Cyber history website URL: http://www.lghistory.com/index.jsp 
Division Products 
Home Entertainment (HE) TVs, Audio, Monitors, PCs and accessories 
Home Appliance, Air Conditioning, 
Energy Solution (H&A) 
Refrigerators, Washing Machines, Dishwashers, 
Cooking Appliances, Vacuum Cleaners, Built-in 
Appliances, Air Conditioners, Air Purifiers, 
Dehumidifiers 
Mobile Communication (MC) G, V, F and L series Mobile Products 
Vehicle Engineering Components (VC) Automotive Application Component 
Others Information Displays, Security Products, Energy 
Management Solutions, Solar Power Solutions, 
Energy Solution Products, Styler, Lighting Products, 
Compressors and Motors, Membranes 
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source: www.statista.com/statistics/364980/lg-electronics-revenue-by-segment/ 
Figure 04. Financial performance of LG Electronics by Business Division (in billion U.S. dollars) 
      Based on the performance of LG Electronics over the past seven years, the company has shown 
great business performance by increasing demand for major products in each business sector (Figure 
4). LG improved the cost structure due to falling prices of raw materials, prospering new business and 
expanding sales of premium products and sales are at a similar level each year except for 2012, with 
a significant increase in market share through increased consumer interest in the overall product line 
and the discovery of new customers by actively carrying out domestic and international marketing 
activities (including sports marketing and sponsorship).   
      However, net income level is lower and variable compare to sales and it has increased 
competition with Chinese companies in domestic and foreign markets, the impact of interest rate 
increases, exchange rates and global economic changes, and increased facility and development costs 
based on its low price and competitive edge. (Figure 5) 
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source: www.statista.com/statistics/364980/lg-electronics-revenue-net income 
Figure 05 Financial performance of LG Electronics (in billion U.S. dollars) 
 
Section 2. Marketing and Brand Strategy in General 
      LG is a global technology brand that aims to enrich people’s lives through the use of 
technology. It’s brand slogan is “Life’s Good”.6 The brand defines itself as a smart brand that believes 
in bringing surprising delights for the customers. In the recent days, LG has focused on creating a 
strong and differentiated brand identity its branding strategy and has also updated its positioning 
strategy and its brand image to a smarter brand with a smarter face. The new face of LG electronics is 
technologically smarter, like the products it has brought to the market. Its products are smarter plus 
priced competitively. Their pricing strategy is also a critical part of its marketing strategy. This 
company is a futuristic brand, focused on innovative technology, bringing great and unique products 
to the market and invested in creating a great brand dedicated. They produce a variety of products 
from home appliances and air solutions to mobile communications, home entertainment and vehicle 
                                                        
6 LG website  http://www.lg.com/global/about-lg/brand-identity 
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components. It is among the leading producers of flat panel TVs, washing machines, refrigerators and 
a variety of electronic home appliances. It has positioned itself as a smart and customer friendly brand. 
      Apart from that, the focus is on reliability where LG always tries to provide its customers with 
products that are safe and valuable. The ‘Life’s Good’ branding strategy has helped it create unique 
value for its customers globally. It is working on making people’s life good and safe. 
      In the recent years, LG has focused sharply on increasing its presence and penetration in the 
Asian markets such as China, Vietnam and India. It has brought an array of products to the market, 
that are not just smarter but also distinctively intuitive. In this way, LG has been able to update its 
brand image to that of a Lifestyle brand that brings additional comfort and fun to people’s lives. From 
curved televisions to new models of washing machines, all of them have been created with a focus on 
people’s lifestyle needs. 
      It focuses heavily on marketing and spends 18 billion USD on advertising in 2017. It advertises 
its products through several channels including the traditional and digital channels. It advertises its 
brand in print, online, TV and outdoors. Besides it uses websites and micro-websites dedicated to the 
regional markets through which it markets its brands. 
      The website provides information on the products strategy and other various aspects of 
its business operations. In printing advertisement, this company advertises through magazines, 
newspapers and other several channels of publication. Also, it also makes use of social media for 
advertising and marketing. In order to better market its brand and create a unique brand identity, it has 
focused on connecting with customers. From various channels it focuses on collecting feedback from 
them and using it to improve its brand strategy and experience.  
      By focusing on quality, design, customer value and several other aspects, the brand has been 
able to create a unique image. In the recent period, the brand has also seen sharper growth based on 
innovation. Most of its new products are marketed through online videos. The brand has posted 500 
videos total on YouTube that show LG products adding ‘lifestyle value’ to customers’ lives. LG has 
uploaded a variety of videos that showcase its stylish products and the benefits they provide. Several 
of its videos are highly informative and inform about the products’ features and advantages. V20 to 
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G5, X series and several other models are highlighted on the YouTube. LG electronics also uses Twitter 
for advertising and for deepening its customer connection. The brand has 115,047 followers on Twitter 
as of 2018. In addition to Twitter and Facebook, the brand has also used other social media channels 
for marketing and advertising such as Instagram and Social LG Electronics. The situation where LG 
Electronics is communicating with customers through SNS as a whole is as follows. 
Table 03. SNS Activities of LG Electronics 
 
 
 
Source) https://social.lge.co.kr/ 
 
Section 3. Advertisement and Product Placement 
      To raise awareness among our customers, LG Electronics started promoting our products 
through TV commercials, and started promoting our copy of the advertisement, " The Moment of 
Choice determines the decade. " in 1981 and then started to introduce its sponsorship contract with 
foreign sports clubs into European, South American and North American, Middle Eastern and African 
markets, effectively promoting its brand name to the world in the 21st century. 
      It also features an advertisement that connects corporate and product images to artwork, 
representing the LG brand that makes it interesting and convenient for customers from deep in their 
lives. For instance, CYON (mobile phone) in Michelangelo's work and TROM (washing machine) in 
Manet’s work produced by making advertisements in a natural way as if there were original ones, the 
positive effect was also shown in the practical business activities as the value of the company was 
communicated to the consumer to enable it to be shared. In addition, the company gained the effect of 
raising curiosity and desire to buy products while properly utilizing the expectation level of consumers 
by varying advertisement strategies of product.   
      However, the company expanded its business into the global market through expansion of 
overseas plants and branch offices to enhance brand awareness and corporate image as there was a 
SNS Activities Followers 
Social LG Electronics >5million 
Twiter 115,047 
Facebook 450,000 
Instagram 9,306 
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limitation that existing advertisements were only for domestic customers.   
      First of all, LG Electronics currently has four main business units: Home Appliance & Air 
Solution (HE), Home Appliance & Air Solution (HA), Mobile Communication (MC) and VC (VC) 
and the products that come to mind when customers say " LG Electronics " are typically referred to as 
TVs, refrigerators, washing machines and cell phones. In the next section, advertising strategies of LG 
OLED TV and LG DIOS are introduced. 
 
LG OLED TV advertisement 
      ‘Unexperienced TV with highest image quality’, ‘Unprecedented image quality and 
advertisement’. These are phrases of advertisement by LG Electronics in 2013 and can be interpreted 
as an influential and differentiated word for the fact that the OLED is the highest quality TV  
(Figure 06).    
      From 2016, LG Electronics OLED TV’s campaign focuses on setting the technology apart 
from LG’s competitors with the key message ‘Not Just A New TV, A Whole New Category of 
Television’. Through the campaign, LG Electronics has built on its own OLED technology to provide 
consumers with a new lifestyle and, most easily, to build on the LG brand identity of ' home appliances, 
works, ' and innovation (Figure 07).   
      Through the campaign, LG Electronics has built on its own OLED technology to provide 
consumers with a new lifestyle and, most easily, to build on the LG brand identity of ' home appliances, 
works, ' and innovation. In 2015, the company unveiled its OLED TV products to the U.S. market, the 
world's largest premium market, for the first time in a U.S. Super Bowl advertisement.  
      In addition, a survey conducted by LG Electronics showed that more than 40 percent of its 
customers considered quality first when purchasing TV after the released advertisement based on the 
new Golden Gate Highland National Park in South Africa in 2018. 
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Figure 06. LG OLED TV “BLACK” TV Advertisement 
 
 
Figure 07. LG SIGNATURE OLED TV Advertisement (New Style of Life) 
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LG DIOS Advertisement 
      Since the first release of the LG DIOS in October 1998, LG Electronics has campaigned for 
advertising with the theme of low noise in refrigerators.  This was based on the fact that housewives 
thought the problem of loud noise when using side by side refrigerators was the biggest complaint at 
the time, which was far superior to foreign brands and domestic competitors.  
      However, housewives who were looking for a refrigerator with a two-door model were more 
likely to see the full image of the product than its functional advantage. In other words, consumers 
who remember both the characteristics of expensive products and the image of being different from 
the existing products had a desire to show and boast to others by having a two-door refrigerator. After 
all, the value of ownership by consumers was relatively stronger than the functional value. 
      LG Electronics positioned DIOS as the refrigerator that housewives wanted, making it the 
flagship brand of side by side refrigerator. Also, the entire image gave the customer satisfaction by 
giving the highest level of sophistication depending on the characteristics of the product and acquired 
the consensus through the relevance of ‘my product’ as the direction of advertising strategy.      
      While the existing product was aimed at housewives in their 30s and 40s, DIOS made 
advertisement targeting customers in late 20s and mid-30s for their advertisement because of its 
gradual popularity and universalization. In addition, LG Electronics focused on creating images of 
products with refrigerator in reality rather than dreams to differentiate them from competitors.     
      Based on this strategy, the new DIOS advertising focused on as high quality, young, modern, 
and fresh.7 This strategy was to form an advanced image of DIOS, which is opposed to a sharp and 
classical image reduction pursued by competitors. In other words, it was not only positioning DIOS 
in advanced areas such as competing products, but also using competitive repositioning strategies to 
create conflicting images. Also, LG Electronics defined DIOS's advertising strategy as series 
advertising, 3B advertisement.   
      First, the series was very effective in making viewers deeply aware of the distinct image by 
                                                        
7 HS Ad website URL: http://blog.hsad.co.kr/1127 
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continuously advertising the same topic in the most innovative way among LG Dios ' advertising 
strategies (Figure 08). This advertising technique is usually used to settle new products in the market 
or to further expand the market for products in the growing process. Through this advertising technique, 
which can create a series of advertisements on the same subject, rather than ending with a single 
advertisement, LG Electronics has made a big contribution in marketing and great contribution to the 
increase in sales. 
      The second strategy is 3B advertising strategy (Figure 09). 3B is the first common letter of 
BABY (child), BEAUTY (beauty) and BEAST (animal), effective in advertising products that need 
to appeal to humanity or affection. It is a material that is instinctively easy for humans to notice, and 
advertisements linking the product features 3B features can be expected to appeal to consumers, and 
at the same time they can gain a good image. DIOS advertising is also a case of success by adopting 
a classic advertising strategy, the 3B strategy. 
      Based on this strategy, LG Electronics has clearly recognized DIOS as the best side by side 
refrigerator to consumers and developed it into a No.1 brand in the market. 
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Figure 08. LG DIOS (Series strategy-Appealing to Young generation) 
 
Figure 09. LG DIOS (3B Strategy) 
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      In addition, LG Electronics will advertise its products through TV commercials as well as PPL 
(Sponsorship in Drama), SNS and sports events, and sports marketing through sponsorships of 
professional sports teams. Below is a list of sports and sports teams that use the company logo and 
dramas using LG Electronics products as a prop for dramas. 
      In the case analysis of LG Electronics, the table below was prepared to provide clear evidence 
of the use of SNS, PPL and sports marketing. As you can see from the table, LG Electronics was used 
as a prop for the drama, and product ads on YouTube were aired on video clips of smartphone and 
vacuum cleaner products. In addition, sports marketing was actively utilized through sports events and 
operation of famous overseas sports team naming sponsors and professional sports teams.  
      However, the case of LG Electronics has also been promoting less popular sports brands such 
as Cricket, Formula One and Extreme Sports to the public by providing a naming sponsor. 
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Section 4. Summary of Findings 
      Through LG Electronics case analysis, all companies can establish differentiated advertising 
and marketing strategies to compete with each other to lower production costs, focus more on customer 
base and customer service creation. LG Electronics is also using the name LG brand to enhance 
customer satisfaction and profitability with appropriate marketing technologies and strategies in all 
countries. It also greatly affects customers ' decision to purchase products by promoting the brand 
through websites, advertisements and social networking sites.  
      However, if companies fail to establish strong and differentiated brand identity and are lagging 
behind competitors in price competitiveness, they cannot be more powerful than brand power and 
technology. As a good example, Sony had been criticized as the " best TV " in the early 2000s, but 
when it was satisfied with the reality, it was pushed to the third place in brand image and price 
competitiveness for its competitors. 
Table 04. Product Placement, SNS, Sports Marketing by LG Electronics 
 
      Therefore, LG Electronics needs to focus on more innovative and future-oriented technologies 
in its brand and advertising strategies, while establishing products that are more customer-friendly and 
relevant to consumers ' lifestyles, focusing on quality, design and customer value and marketing 
strategy should be established to increase brand value.  
Company 
Drama Title 
(PPL) 
SNS (Facebook, 
Twitter, YouTube) 
Sports Marketing 
Event, Sponsorship 
Professional 
Sports Team 
LG 
Electronics  
Secret Garden 
(Optimus Big) 
LG Centum 
Facebook Canvas 
(YouTube) 
German Bundesliga 
club Bayer 04 
Leverkusen 
Baseball 
(LG Twins) 
The road to airport, 
The dignity of a 
gentleman 
(LG G5, V20) 
LG V30 
(YouTube) 
International Cricket 
Council  
Basketball 
(LG Sakers) 
Dear my friends, 
Good Doctor,  
Medical Top team 
(G5) 
Optimus Q 
(YouTube) 
Formula one 
Grand Prix 
 
 
LG Code Zero 
Vacuum machine 
(YouTube) 
Extreme sport 
(FSO4 Freeze) 
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CHAPTER 5: Case 2: Samsung Electronics 
Section 1. Company overview and Recent Performance 
     8 Samsung Electronics was established in 1960's with the formation of several electronics 
focused divisions. The initial Samsung electronics divisions that included Samsung Electronics 
Devices, Samsung Electro-Mechanics, Samsung Corning, and Samsung Semiconductor & 
Telecommunications. Samsung built their first facility in Suwon, South Korea in 1970, where they 
began producing black-and-white television. Then Samsung began producing and selling washing 
machines from 1972 to 1979, selling 1 million B&W TVs in 1976 and exporting color TVs overseas.  
      In 1980, Samsung Electronics entered the communication hardware industry by acquiring 
Korea Telecom, and the number of Korean mobile operators set the stage for Samsung Electronics to 
start its mobile phone business. Since then, Samsung has expanded to phones and fax systems and 
eventually moved to mobile phone manufacturing. Since then, the mobile phone business has been 
grouped with Samsung Electronics and began investing heavily in research and development 
throughout the 1980s. 
      Since 1990, Samsung Electronics has developed 4-megabit DRAM chips and 64-megabit 
DRAM chips since it started its semiconductor business, and based on these results, it has invested in 
the semiconductor sector for the first time in the world. Even after that, Samsung Electronics continued 
to carry out research and development of semiconductors to promote its name abroad as the world's 
top semiconductor manufacturer, while raising its value through integration of existing business units 
and establishment of new business units. As a result, the device solution business department (DS), 
which oversees the semiconductor and storage business, the TV, the refrigerator, and the consumer 
electronics business (CE), which is responsible for household appliances such as washing machines, 
and the tablet PC.  
      Samsung Electronics brand power continues to rise as it was ranked 6th in the 2017 Best Global 
                                                        
8 URL: http://www.referenceforbusiness.com/history2/16/Samsung-Electronics-Co-Ltd.html 
       https://asia.nikkei.com/Companies/Samsung-Electronics-Co.-Ltd3 
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Brands by Interbrand and Business Week survey and company’s brand value estimated at $56.2 billion. 
Public perception of the Samsung brand has been transformed as a result of dramatic improvements 
in the quality of semiconductor and smartphone in the global market. 
      Currently, Samsung Electronics has been enjoying tremendous sales and operating profits 
every year due to its success in four sectors since the restructuring. In particular, thanks to the booming 
semiconductor business in the last four years, the semiconductor sector has shown a profit margin of 
more than 60 percent and is serving as a cash cow for Samsung along with the smartphone business. 
The table below shows Samsung Electronics performance over the past seven years, its operating profit 
ratio exceeded 10 percent for the rest of 2011, and its profit margin reached 50 percent in 2017  
(Figure 10). 
      In particular, Samsung electronics performance will be further improved as demand for 
smartphones and Tablet PCs are expected to grow steadily along with the development of self-driving 
cars. 
source: http://www.samsung.com/sec/ir/financial-information/earnings-release/ 
Figure 10. Financial performance of Samsung Electronics. (in billion U.S. dollars) 
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Section 2. Marketing and Brand Strategy in General 
      Samsung Electronics has the largest marketing budget in the competition and this fact partially 
explains the leadership position of the business in terms of market share. Its marketing strategy 
integrates various forms of advertising, events and experiences, public relations, direct marketing and 
personal selling as discussed further below in more details. The multinational electronics company has 
53 global sales bases worldwide. Samsung electronics marketing strategy based on the 3 principles 
are9; 
      First, Samsung 7ps of marketing places greater emphasis on product element of the marketing 
mix, compared to other elements such as process, people and physical evidence. Specifically, with 34 
R&D centers worldwide and 53 global production bases, the multinational electronics company 
attempts to ensure the continuous pipeline of new products with innovative features and capabilities. 
      Second, Samsung segmentation targeting and positioning strategy integrates multi-segment, 
imitative and anticipatory positioning techniques.   
      Finally, Samsung marketing communications strategy, comprises two steps and each step 
involve a set of separate activities. It has to be noted that legal review as an important element of 
marketing communication process is present in both steps – production and execution. This is because 
neglecting legal implications associated with the development and delivery of marketing 
communication messages can cause considerable damage to the brand image with severe financial 
implications. 
      Also, Samsung Electronics branding philosophy is built on ﬁve main pillars: innovation, 
cutting-edge technology, world-class designs, recruiting the world’s best talents, and internal branding. 
Samsung Electronics has succeeded in enhancing its brand status by implementing a five-brand 
strategy to achieve its brand's globalization. Although its strategies for Galaxy Smartphones, Smart 
TVs, curved TVs and others are considered to be highly sophisticated and innovative in technology, 
they are also innovative in order to create a clear identity.  
                                                        
9 https://research-methodology.net/samsung-marketing-strategy-4/ 
 http://www.eiiff.com/brand/value/samsung.html 
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      Samsung Electronics business environment and operating environment have been integrated 
into a comprehensive, structural and philosophy that can successfully link the product and company 
brands in the brand portfolio through an efficient brand architecture and brand portfolio strategy. 
Samsung has used all possible communication channels to convey its brand’s positioning and 
personality. Mass media advertising, public relations, event sponsorship, sports sponsorships, product 
placements, the Samsung experience gallery and Samsung experience retail stores have been its major 
brand communication channels. 
      The brand communication had two main objectives. One is to reposition Samsung as a 
premium, world-class brand offering quality, credibility and design, the other is initially to be seen and 
accepted on a par with the likes of Sony and more recently to be the top consumer electronics brand 
globally. With these two huge objectives and formidable competitors, Samsung has to use all possible 
channels to communicate its superior positioning. 
 
Section 3. Advertisement and Product Placement 
      Samsung Electronics produces and sells various types of products, including household 
appliances, semiconductors and mobile devices, and most of them are highly popular both here and 
abroad. Especially in case of TVs and mobile phones, sales are taking place more overseas than in 
Korea due to their lower prices and superior performance than their competitors, which contributed 
most to globalizing the brand. So in this case, we will look at QLED TV and Galaxy series advertising 
and marketing strategies and see if it can use PPL, SNS and sports marketing in addition. 
Samsung QLED TV advertisement 
      “TV can be seen better in the dark, if you watch TV for a long time, the quality changes, and 
there are many complicated lines on the back of TV”. This is the stereotype consumers have had about 
TV. If TVs have done so far, the newly released QLED TVs offer clear and unchangeable quality even 
in bright spots (Figure 11). Samsung Electronics has described its QLED technology as a result and 
effort by Samsung for the best TVs in the new era and is introducing it as a TV that can satisfy 
consumers even in terms of technology and price. In the past, advertisements that introduce TV 
34 
products were made based on contents that introduce quality and size of TVs, whereas QLED TV 
commercials were provided in any space that provides value of TVs in a meaningful place. 
      It is also believed that the same advertising strategy is true for QLED commercials, which have 
recently been released on YouTube and have been receiving strong responses from India (Figure12). 
The advertisement is a movie that shows the process in which a daughter who has a dream of becoming 
a soccer player is experiencing conflict with her father's objection and is truly aware of the situation, 
and this QLED advertisement may have a good response in India. In this way, Samsung Electronics is 
producing advertisements that are differentiated from its competitors by creating them according to 
lifestyle while communicating with local people through an advertising strategy that is suitable for the 
local market. 
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Figure 11. Samsung QLED TV Shines everywhere 
 
Figure 12. Samsung QLED TV Feel the picture, Feel the love 
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Samsung Galaxy series advertisement 
      Samsung Electronics wraps up the video with the phrase " Complete and New Start " and " 
Unbox your phone " on its Unpack invitation, and the new Galaxy phone will be a new reminder to 
break the old phone frame. Generally speaking, there are various types of Samsung cell phone ads, 
ranging from advertisements that promote the superiority of Samsung products through differentiation 
with competitor products to ads that inform customers of special functions that are only available in 
Samsung phones. 
As a matter of fact, cell phones are a necessity of modern people, so appearance and display 
sizes are important, but consumers prefer simple, easy-to-use products when using them, and prefer 
these kinds of ads. Recent Samsung Galaxy ads show that Samsung's products are superior in function 
by comparing with their competitors, and eventually end up replacing them with Samsung.  These 
scenes show customers who use products other than Samsung and give them more time to think about 
why they should use Samsung Galaxy (Figure 13). 
Figure 13. Samsung Galaxy S9 Moving on 
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      Samsung Electronics is also promoting its brand through indirect marketing of products 
through sponsorship of drama props, SNS and sports marketing.   
Products advertised through drama sponsorship are commonly used mostly by home 
appliances and smartphones such as TVs, refrigerators, and air conditioners, and recently Smart Pay 
services are also frequently appearing in dramas.   
Samsung Electronics is also the main sponsor of European sports club teams such as the 
Olympics and World Cup, and domestic professional sports teams such as Chelsea, promoting the 
brand to Korea and abroad. The following table lists the items used in advertisements directly or 
indirectly as Samsung Electronics brand. This table is also created to provide clear evidence of the use 
of SNS, PPL and sports marketing activities of Samsung Electronics. 
Samsung Electronics, like LG Electronics, mostly uses the PPL for smart devices, but it has 
been separated from LG Electronics in terms of how to utilize SNS and sports marketing.  
      In social networking service (SNS), Samsung Electronics used Twitter and Facebook as well 
as YouTube, and in sports marketing, it played a major role in large-scale and globally popular events, 
unlike LG Electronics in sports events and team sponsors. 
Table 05. Product Placement, SNS, Sports Marketing by Samsung Electronics  
Company 
Drama Title 
(PPL) 
SNS  
(Facebook, Twitter, Youtube) 
Sports Marketing 
Event Sports Team 
Samsung  
Electronics 
도깨비  
(Galaxy Note7) 
Samsung Smart A/C  
(Facebook, Twitter) 
EPL 
(Chelsea) 
Baseball  
(Samsung Lions) 
태양의 후예,  
프로듀사  
(Galaxy S6 Edge) 
Samsung TOMORROW 
(Twitter, Facebook) 
Olympic 
Basketball 
(SamsungThunders) 
Mrs. Cop  
(Galaxy Note5) 
Samsung NOTEBOOK Pen 
(YouTube) 
2002  
World Cup 
Soccer  
(Samsung Bluewings) 
Secret Garden  
(Galaxy Note3) 
Samsung Smart TV 
(YouTube) 
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Section 4. Summary of Findings 
      Through this case analysis, it was a good opportunity to understand the product line that 
Samsung Electronics produces and the advertising and marketing strategies based on its product line. 
As a company with values that cannot be inferior to other global companies in international brand 
power rankings, it contributes to globalization of Samsung through advertisement and marketing 
strategies differentiated from domestic companies. I think that the driving force behind the global 
competitiveness of smartphones and TVs is the combination of the technological competitiveness of 
Samsung Electronics and the marketing know-how that enabled Samsung to release its products to the 
global market. At this point, we need to focus on more innovative and future-oriented customers with 
marketing technologies and strategies that are appropriate to the world using the brand Samsung.
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CHAPTER 6: Case 3: Hyundai Motors  
Section 1. Company overview and Recent Performance 
      10Hyundai Motors Company, a division of the Hyundai Kia Automotive Group, is the world's 
largest automaker by profit, the world's fourth largest automaker by units sold and the world's fastest 
growing automaker. Headquartered in Seoul, Hyundai motors operates the world's largest integrated 
automobile manufacturing facility, which is capable of producing 1.6 million units annually.  This 
company initially founded the Hyundai Engineering and Construction Company in 1947 and Motor 
company was later established in 1967 in Ulsan territory. 
      The company's first model, the Cortina, was released in cooperation with Ford Motor Company 
in 1968. In 1975, the Pony, the first Korean car, was released and began to export in the following year 
to Ecuador and soon thereafter to the Benelux countries. In 1991, the company succeeded in 
developing its first proprietary gasoline engine and transmission and paving the way for technological 
independence. In 1983, Hyundai exported the Pony to Canada and it was at one point the top-selling 
car on the Canadian market with sales in Canada showing higher than expected. The Pony afforded a 
much higher degree of quality and refinement in the lowest price auto segment than the Eastern-bloc 
imports of the period then available. In 1986, Hyundai began to sell cars in the United States, and the 
Excel was nominated as “Best Product #10” by Fortune magazine, largely because of its affordability. 
After Hyundai motors began to produce models with its own technology in 1988, beginning with the 
midsize Sonata. Also, Hyundai Motors began revolutionizing its image to establish a corporation and 
factory in India and establish itself as a global brand in 1996. As overseas market exploration began 
in earnest, Hyundai Motors invested heavily in its vehicle quality, design, manufacture and long-term 
research, in addition, it launched an aggressive marketing campaign by adding and changing the 
warranty for all Hyundai Motor vehicles sold in the United States to 10 years or 100,000 miles. In 
2004, Hyundai ranked second in the " Initial Quality "category in the JD Power Survey and is now 
                                                        
10 https://ko.wikipedia.org/wiki/HyundaiMotors  
  Hyundai Motors website URL: https://www.hyundai.com/kr/ko/company-intro 
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recognized as one of the world's top 100 most valuable brands. After a shake-up in the Korean auto 
industry caused by overambitious expansion and the Asian financial crisis, Hyundai acquired rival Kia 
Motors in 1998. Since 2002, it has also been one of the worldwide official sponsors of the FIFA World 
Cup. Hyundai Motors is boosting sales every year and cementing its position as a global automaker. 
The company plans to raise the ratio of overseas production to 50 percent by 2010, to produce 3 million 
units outside Korea. In 2015, the company also began competing against luxury cars in the global auto 
market by establishing Genesis and Equus as the luxury brand of Hyundai Motors. There are three 
known models so far (G70, G80 and G90), but by 2020, three more models will be developed and a 
total of six lineups will be formed. 
      Hyundai Motors is present in 196 countries and has 6,000 dealerships all over the world. It is 
maintaining a strong position in developed regions such as the U.S. and Europe. Furthermore, it has 
been successfully winning orders for taxis and government vehicles in emerging markets such as 
Central & Latin America, the Middle East and Southeast Asia. 
      Hyundai Motors Company's brand power continues to rise as it was ranked 35th in the 2017 
best global brands by Interbrand and Business Week survey and Hyundai Motors brand value 
estimated at $4.5 billion. Public perception of the Hyundai brand has been transformed as a result of 
dramatic improvements in the quality of Hyundai vehicles. 
Hyundai Motors’ recent performance, as shown in the following table, has been growing 3 to 
5 percent per year in sales growth over the last seven years, but has also slowed in growth since 2013 
in terms of profitability. The main reasons behind the deteriorating performance are the weak dollar 
exchange rate, higher raw material prices and the intensified competition against imported cars. In 
addition, worsening sales in China due to THAAD since 2016 is another factor that has worsened. 
(Figure. 14) 
Thus, given the recent domestic and global market economic conditions, a significant portion 
of the sales will take place abroad, and a sharp rise in the exchange rate and fixed costs due to the 
appreciation of the won will also be due to the rise in prices.  
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source: https://quotes.wsj.com/KR/XKRX/005380/financials/annual/income-statement 
Figure 14. Financial performance of Hyundai Motors (in billion U.S. dollars) 
 
Section 2. Marketing and Brand Strategy in General 
      Hyundai Motors’ marketing strategy platform to advance into the top three global brands is 
plan, do, and see framework. In planning, Hyundai develops global brand strategy and market insight-
based regional marketing strategy. In action stage, to improve brand power, it rollouts global brand 
campaign and offers premium touch points. To strengthen customer base, youth marketing, brand 
collaboration, sports, CSR and culture marketing initiatives are implemented. In performance 
management stage, marketing performance management system and brand performance management 
systems are in place. 
Hyundai Motors’ brand strategy framework is based on the brand direction of "Modern 
Premium", that is, offering new experience and value, beyond the expectation by current customers, 
to more customers with Hyundai's unique approach and is designed to deliver core brand identity to 
customers. Hyundai wants to be a beloved brand which provides customers with pride and moving 
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experience by delivering unique premium experience and value. That is, modern premium implies 
delivering differentiated emotion and experience at reasonable price. It is differentiated from luxury 
premium brands based on heritage/art, targeting a small segment with high prices, as well as from low-
end volume manufactures based on functionality, targeting a wider population with low prices.   
The main target is the individualized crowds, the delivered value is a new value with reasonable 
price, and the delivery approach is customer experience-oriented marketing communications in every 
directions. In order to achieve this brand identity, from emotion, thinking, and being perspectives, the 
core identity delivers three core values are simple, creative and caring. 11The three core values are as 
follows.   
      First, simple (The most modern way) means what customers want now is not a complex and 
fancy product, but a simple one that gives them greater pride.   
      Second, creative (Hyundai Motors’ unique way) means that it pursues progressive creativity 
into the future via smart approach with Hyundai motor's unique originality.   
Third, caring (Offering a new experience and value) implicates that Hyundai Motors is 
responsible to its customers and society, considers a sustainable future, and offers them what they want. 
Then, under the brand direction of Modern Premium, the brand slogan is “New Thinking. New 
Possibilities." Also, the process of implementing the brand strategy is to share brand direction, to set 
up brand action principles.  
 
 
 
 
 
 
                                                        
11 Hyundai Motors website  
  https://www.hyundai.com/worldwide/en/brand-story/hyundai-brand/modern-premium 
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Section 3. Advertisement and Product Placement 
     Hyundai Motors ads consist mainly of stories that make customers feel comfortable and 
touching. For example, advertisements featuring legendary explorer Shackleton's story have been used 
to provide effective access to the younger generation and technology, adventure, travel and car to 
provide various interests in campaigns. The YouTube advertisement titled " Shackleton's Return " 
attracted 100 million viewers in just 50 days and Hyundai Motors shares with its customers three key 
elements (leadership, vision and technological prowess) that represent Hyundai Motors’ corporate 
philosophy of “Together for a Better Future” in its advertising (Figure 15). 
      Hyundai Motors also has been participating in the supermarket advertising since 2008 
(excluding 2015). In fact, the cost of advertising in the Super Bowl is a staggering 5.3 billion won per 
minute, but despite the huge investment, the reason why Hyundai Motors is participating is that it can 
increase brand image and preference along with product promotion and has an effect on corporate 
value increase by advertising at sports events that are watched by 100 million people around the world. 
Hyundai Motors, like most Korean companies, is also promoting the company by distributing car 
sponsorship and product logos to dramas and movies. The following table lists the items used in 
advertisements directly or indirectly as Hyundai Motors brand. 
      Hyundai Motors, like the companies mentioned above, is well utilizing sports marketing 
through sponsorship of products using PPL and enhancing communication with consumers using 
YouTube, sponsoring sports events and running sports teams. 
Table 06. Product Placement, SNS, Sports Marketing by Hyundai Motors 
Company 
Drama Title 
(PPL) 
SNS 
 (Facebook, Twitter, 
YouTube) 
Sports Marketing 
Event 
Professional  
Sports Team 
Hyundai 
Motors 
태양의 후예  
(Tucsan, Santa-fe, 
Genesis) 
You, I, We  
(YouTube) 
World cup Soccer 
Jeonbuk Hyundai Motors  
Ulsan Hyundai 푸른바다의 전설 
(Genesis) 
Olympic  
(Summer, Winter) 
질투의 화신  
(Santa Fe, Genesis) 
Super Bowl 
Basketball (Hyundai 
Mobis) 천일의 약속 
(Accent, i40) 
IONIQ  
(YouTube) 
NBA  
MLB  
NCAA 
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Figure 15. Hyundai Motors Advertisement “Shackleton’s Return’ 
 
 
Section 4. Summary of Findings 
      There exist only a handful of Korean companies of global brand power standing. Hyundai 
Motors has led modern automotive globalization with advertisements and marketing strategies 
differentiated from those of local companies. In addition, by promoting the excellence of Korean cars 
through overseas market exploration since the beginning of the business, the company was able to 
increase the momentum of its global competitiveness and the brand's technological competitiveness 
and marketing know-how.  
      Therefore, Hyundai Motors needs to develop a more sophisticated brand and marketing 
strategy with the goal of becoming the No. 1 company, not the world`s third-largest automaker. Also, 
considering what Hyundai Motors is doing now, but what it will look like in 10 years or so, it should 
set up a strategy for the future direction of Hyundai Motor. 
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CHAPTER 7. CONCLUSION 
Section 1: Summary of multiple case studies 
      The study focused on the cases of three major Korean companies, Samsung Electronics, 
LG Electronics, and Hyundai Motor, and analyzed their advertising strategies. The findings are 
summarized in three ways. 
First, they are only interested in promoting the product that is usually advertised when 
consumers watch advertisement. However, the advertisement makes a story based on the meaning of 
the company's brand. It is the company's marketing strategy to create a more customer-friendly 
corporate image with the story.  
Secondly, the company is using a strategy to create a social-friendly brand image while giving 
consumers an image as a good company through social contribution activities through advertisement. 
Third but not least importantly, companies may use the globalization of brand value as their 
marketing strategy through sponsorship contracts for sporting events , for example Olympic game in 
summer and winter, world cup, and sports event that held in each country such as NBA, Major League 
Baseball, NCAA Basketball/Football and England Premier League. 
As such, companies are using advertising and marketing to enhance brand value, develop 
strategies that are specific to themselves to enhance their corporate image, and invest a lot of time and 
money to improve corporate value. 
Table 07. Interbrand Ranking for 3 Korean Company 
  
Year LG Electronics Samsung Electronics Hyundai Motors 
2008 97 - 72 
2009 - 19 69 
2010 - 19 65 
2011 - 17 61 
2012 - 9 53 
2013 - 8 43 
2014 - 7 40 
2015 - 7 39 
2016 - 7 35 
2017 - 6 35 
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Table 08. Summary of Product Placement, SNS, Sports Marketing 
      
      In advertising, LG Electronics, Samsung Electronics and Hyundai Motors products were all 
being applied in dramas through PPL. However, in social networking applications, LG Electronics and 
Hyundai Motors used only YouTube, while Samsung Electronics uses both Facebook and Twitter as 
well as YouTube to use a wide range of means of communication.  
      In terms of using Sponsorship, Hyundai Motors is participating in big sports games such as the 
Olympics and World Cup, as well as three popular sports in the United States, MLB, NBA, NFL, and 
NCAA. On the other hand, in the case of LG Electronics, there are a number of sports games, including 
Cricket, Formula One, and Extreme Sports that are not widely known to the public. Lastly, Samsung 
Electronics and Hyundai Motors are sponsoring baseball, soccer and basketball teams, while LG 
Electronics is sponsoring only two sports: baseball and basketball. In this case analysis, I could not go 
into details about the strategic aspects of each company's public relations but able to resolve some 
unknown facts about the differences between advertising strategies and production methods. 
 
 
 
 LG Samsung Hyundai 
Interbrand ranking 2017 - 6th 35th 
PPL in dramas Yes Yes Yes 
PPL in movies Yes Yes Yes 
SNS focus You Tube You Tube 
Facebook 
twitter 
You Tube 
Sponsorship Formula one (car) 
International Cricket 
Counsel (cricket) 
Extreme sport (bike) 
Olympic games 
World cup games 
English Premier 
League (football) 
Olympic games 
World cup games 
Superbowl (American 
football) 
MBA measure league 
(basket ball) 
MLB (baseball) 
NCAA (football and 
basketball) 
Professional sport team Basketball 
Baseball 
 
Basketball 
Baseball 
Football 
Basketball 
Baseball (KIA) 
Football 
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Section 2: Academic and practical implication 
      As for the academic implication, we discussed the advertising strategies of LG Electronics, 
Samsung Electronics and Hyundai Motors focusing on Product Placement, SNS and Sports marketing. 
First, PPL, which introduces products indirectly to consumers through the sponsorship of props in 
dramas or movies, and social network services that communicate with customers through computers 
and mobile devices with the development of mass media and Internet technology and run product ads 
are in line with the advertising strategy of companies in recent years. However, the three companies 
mentioned in the case study found that YouTube was the most used social networking service and that 
Facebook and twitter were extremely rare. In fact, when you see people using smart devices in their 
daily lives, you often see users who use YouTube to watch videos. Usually, when you watch YouTube, 
you find and see most of the interesting videos and ads, and it is judged that changing the patterns of 
these consumers is a shortcut to developing advertising strategies for companies. However, the 
advertising strategy using sports marketing differs from the use of PPL and SNS mentioned above. It 
will have a significant impact on the brand image of the company as it serves as a sponsor of sports 
events or naming sponsor for sports teams, not only in Korea but also abroad.  
      On the other hand, advertising strategies in the practical implication vary depending on the 
company's planning, production, and how it is shared with consumers. In particular, as mentioned in 
the case analysis of Samsung Electronics, the company based on product functions and designs, while 
LG Electronics developed a new advertising strategy based on the transition to premium home 
appliances and Hyundai Motor's image changes to luxury brands. In Samsung's case, however, the 
brand image of the Galaxy has become too strongly recognized by consumers, while LG Electronics 
has found a premium strategy for most products and Hyundai Motor has found a breakthrough with 
the launch of a new luxury brand. On the other hand, the strategy of companies other than Samsung 
Electronics is not the right direction for advertising strategy as it only increased the value of the 
product type to consumers. Thus, strategies through diversification of products are good ways of 
visible performance but should be avoided in terms of advertising strategy. 
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Section 3: Limitation and future research.   
      As the discussion of new fields progresses, many domestic firms are looking for solutions to 
these challenges, and these are not properly analyzed and borrowed from overseas leading studies or 
examples but are not being used. While the field of advertising is already being used by many 
companies as a form of corporate marketing, there is a lack of research on brands and marketing 
strategies to provide adequate analysis. Moreover, the companies that are most active in the domestic 
advertising market are the companies that develop, manufacture and sell the products that consumers 
use and look for the most, and their clients. Therefore, this study was designed to present appropriate 
types of marketing effects through advertising by conducting case analyses on brands and marketing 
strategies of companies and conducted a review of prior research. 
      Although we attempted to collect as much information as possible both in English and Korean 
languages, it might not be sufficient to fully understand the advertising and marketing strategies of 
these three companies. This research is also conducted from company’s point of view. Future research 
can take an approach to analyze their strategies from customers’ perception. The findings also need to 
be generalized by adding other evidence from other cultures and companies than Korean major 
companies. Despite these limitations, we believe this study still gives an insight on the new trends in 
advertising in Korea.  
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